Nowadays, one of the most common trends in retail industry research is the attribution of human characteristics or traits to retail brands. The term "retail brand personality or retailer personality'' was born with various definitions and measurement scales from different cultures. Therefore, this paper aims are (i) to develop retail brand personality measurement scale tailor-made for general supermarkets, the most popular retail format in Vietnam, (ii) to measure the impact of retail brand personality dimensions on shoppers' loyalty, and (iii) to investigate the moderating effects of personal cultural orientations on these relationships. The scale was developed through two stages: Item generation and item purification with the collected data on quota sampling of 403 shoppinggoers, and then analyzed by SEM and MSEM method (Moderated structural equation modeling). The results indicated that retail brand personality consisted of four dimensions: Reliability, Sophistication, Modern, and Family-oriented, significantly found to impact on shoppers' loyalty, in which Sophistication and Reliability were the strongest. More interestingly, the moderating role of personal cultural orientations in these regards was greatly identified. Particularly, shoppers with high independence culture highly appreciated the relationship between Sophistication and Modern dimensions and shoppers' loyalty whereas shoppers with high Interdependence culture only supported for the impact of Reliability on loyalty. However, both personal culture orientations were found not be significantly related directly to the loyalty. The findings may help retailers and marketers come up with more effective marketing solutions in terms of enhancing symbolic values for their retail brands and adjust their integrated marketing and communication activities accordingly. This paper has a significant contribution of exploring the moderating role of personal cultural orientations on the relationship between retail brand personality and shoppers' loyalty by the new analysis methodology -MSEM. Cite this article : Thai Hoa N L. The moderating role of personal culture on the relationship between retail brand personality and shoppers' loyalty: An evidence of supermarkets in Vietnam. Sci. Tech. Dev. J. -Eco. Law Manag.; 3(4):328-342.
INTRODUCTION
With the population of more than 100 million, retail market in Vietnam is very potential but the competition is also strong with the advent of new retail formats, together with the arrival of giant foreign retailers 1 . Therefore, shoppers have more choices than before, as a result shoppers' loyalty is gradually decreasing 2 . According to Floor (2006) : "To survive in the current tough retail environment and to create sustainable development, retailers must have effective strategies to differentiate themselves from rival, achieve customers' loyalty, and gain long-term benefits" 3 .Therefore, retail ers should build an outstanding brand for themselves in shoppers' mind as retail differentiation cannot be achieved without branding. The symbolic benefit of using brands come from the image of brand ambassadors and/or the brand personality itself 4 .
Nowadays, branding and brand management are not only applied for product brands, but also for retail brands 5 . In retail branding research, human personality characteristics or traits are often attributed to retail brand s due to its important role in perceived differentiation, satisfaction, patronage, attachment, and loyalty behavior [6] [7] [8] [9] [10] . In general, retail brand personality influences consumers' behavior: trust [11] [12] [13] , attachment 11, 12 , commitment 12 , satisfaction 14 , attitude 4, 12, 13 , and shopping value and patronage intension 15 . Additionally, in online shopping, website personality was found to influence positively on utilitarian, hedonic web browsing and online impulse buying 16 . By creating symbolic representation, retail brand personality is also an sustainable competitive advantage for retailers since it is a powerful tool to position and differentiate a retailer from its competitors 17 . Furthermore, consumers are likely to choose brands whose personalities match their own 3, 18 , to simplify their buying decisions in the situations of uncertainty 19 and to select retailers for shopping when quality, price and service are similar 20 . Several previous research indicated that retail brand personality contributed to the overall store image, helped to obtain positioning goals, and enhanced loyalty, purchase intentions, sales and profitability 21 . However, most of the studies have been conducted in United States or European countries, there is the lack of studies in Asia, where the culture is totally different. Retail brand personality may be changed from format to format and from culture to culture 22, 23 as a result, some measurement scales have been developed in different contexts 4, [24] [25] [26] [27] . However, the existing scales could not be used for this study. Therefore, the first purpose of this paper is to develop retail brand personality scale tailor-made for supermarkets, the most popular retail format in Vietnam. Secondly, though previous studies confirmed the positive relationship between product brand personality and customer loyalty, the research on the influence of retail brand personality on shoppers' loyalty has been just explored in recent time 8, 28, 29 . The second objective is to make effort to investigate this relationship in a new research context. Lastly, the impact of culture moderates the relationships has not been discovered in previous research yet. Straughan and Albert-Miller (2001) argued that there were two reasons for retailers to be aware of cultures. First, domestic markets in some countries were becoming more culturally diverse. As a result, retailers would be able to use cultural themes as a means for market segmentation and targeting customers. Second, the saturation of domestic market forced retailers to expand to international markets. Culture would become the challenge for multinational retailers to overcome 30 . Therefore, this paper aims to fulfill this research gap, particularly, to explore the moderating effects of personal culture on these relationships. The findings of this study verified the relationship between retail brand personality with customers' loyalty towards store and discovered the moderating role of culture that previous studies have been neglected. The remainder of the paper is structured as follows with literature review, proposed research model, methodology, data analysis, theoretical and practical implications and recommendations for future research.
LITERATURE REVIEW

Retail brand (store) personality
A retail brand was defined as "a group of the retailers' outlets which carry a unique name, symbol, logo or combination thereof " by Zentes et al ( 2008, p.167) 8 . Ailawadi and Keller (2004, p. 332) argued that: "A retail brand identifies the goods and services of a retailer and differentiates them from those of competitors" 5 . In the field of personality studies, the personality trait theory is one of the most critically debated. Allport (1897) was one of the pioneers of formal personality psychology and came up with 4,000 words describing human personality in three main categories: cardinal traits, central traits, and secondary traits. Next, Cattell narrowed down this list by factor analysis into 16 personality factors including warmth, reasoning, emotional stability, dominance, liveliness, rule-consciousness, social boldness, sensitivity, vigilance, abstractness, privateness, apprehension, openness to change, self-reliance, perfectionism, and tension. Eysenck (1916) continued to reduce the 16PFs into three dimensions: Introversion-Extraversion, Neuroticism-Emotional Stability, and Psychoticism. Finally, the Big Five theory was formulated with 5 core traits: Extraversion, Openness to Experience, Agreeableness, Cons cientiousness, and Neuroticism. General definition of retail brand personality started from the concept of brand personality in marketing literature, defined by Aaker (1997, p. 347) as "a set of human characteristics associated with a brand" 31 . Actually, this concept was firstly identified by Martineau (1958), defined as " the way in which store is defined in the shopper's mind partly by its functional qualities and partly an aura of psychological attributes" 20 . However, four store personality dimensions in Martineau 's seminal article namely, layout and architecture, symbo ls and colors, advertising and sales personnel were actually considered the concept of functional store image. Thus, d' Atous and Leveque (2003, p. 456-457) distinguished store personality from store image when they argued that: " Whereas store image is mental representation that encompasses all dimensions that are associated with a store (value for money, product selection, quality of service, ect.), store personality is restricted to those mental dimensions that correspond to human traits ". For instance, product quality is an important attribute of an overall store image but it is clearly not a personality trait 24 . Recently, Das et al (2012b) in their research of department store indicated that store personality was a consumer's perception of the human personality traits attributed to a store 8 . Retail brand personality is a multi-dimensional construct and each different research context has different store personality dimensions 4, 8, 24, 25, 27 . Normally, product brand personality referred to all positive dimensions 31 whereas retailer personality was also mentioned into some negative ones such as unpleasantness 24 , deceitfulness 32 , Informality, Ruthlessness 33 and chaos 25 . Due to the specific criteria of culture and format, this paper has developed the measurement scale of retail brand personality tailoring for supermarkets in Vietnam. This newly-developed scale structure is also multidimensional, including four dimensions: Reliability, Sophistication, Modern, and Family-oriented, close to the specialty store personality from Hoa and Thao (2017b) (See part Retail brand personality measurement scale development).
Customer loyalty
As a key to organizational success and profitability, c ustomer loyalty could be classified into brand loyalty, vendor loyalty, service loyalty, and store loyalty 34 . Retail brand/store loyalty is defined as " the tendency to be loyal to a focal retailer as demonstrated by the intention to buy from the retailer as a primary choice " (Pappu and Quester, 2006, p. 320) 35 . Loyalty is considered in two different points of view: Attitudinal and behavioral. Attitudinal loyalty is preference or psychological commitment, and more particularly, favorable attitude to the specified retailer, and operationally it can be measured future probability of purchase. Behavioral loyalty focuses on observing and measuring the continuation of purchases in the past, namely purchasing history, probability of purchase of the same product, or time for a specific brand 36 . This research applied the framework developed by who combined both attitudinal and behavioral measures. In other words, loyalty is determined by a combination of repeat purchase levels and relative attitude 37 .
The impact of retail brand personality on shoppers' loyalty
Retail brand personality positions target customers, enhances shoppers ' loyalty, and creates retail sales and profitability 21 . With the regard of the relationship between retail brand personality and loyalty, Merrilees and Miller (2002) only found the "Sincerity" dimension to have direct influence on shoppers' loyalty without mentioning the other four dimensions 38 . Zentes et al (2008) applied the general brand personality scale of Aaker (1997) and demonstrated the direct impact of retail brand personality on shoppers' loyalty in German different retail sectors such as food, furniture, books, beauty and health care, clothing, consumer electronics. Subsequently, Lombart and Louis (2012a) empirically showed that customer satisfaction and loyalty were two important consequences of retail bra nd personality 14 . In 2014, with partial least squares analysis (PLS), these two authors also asserted that CSR and price image impacted significantly on retailer personality, and retailer personality had influence on satisfaction, trust and loyalty towards retailers (measured by their attitude and future behavioral intentions) in French grocery retail context 39 . However, in shopping mall context, Kim et al (2015) verified that brand personality just had direct influence on satisfaction but indirectly on loyalty. Recently, Das et al (2014b), Hoa and Thao (2017a,b) also indicated that department /specialty store personality positively affected on shoppers' loyalty. However, they only considered the construct "retailer personality" as a single dimensional construct. In this study, the following hypothesis is proposed for supermarket personality with four recently developed dimensions:
Hypothesis 1:
Retail brand dimensions, including Reliability (H1a), Sophistication (H1b), Modern (H1c), and Family-oriented (H1d) influence positively on shoppers' loyalty.
Culture and its moderating role on the relationship between retail brand personality and shoppers' loyalty
Culture is likely to play an increasingly important role in determining the success/failure of international retailers. Hofstede (1991, p.5) defined culture as "collective programming of the mind which distinguishes the members of one group or category of people from those of another" 40 . Additionally, Hong et al (2000) asserted that "Culture represents a set of shared knowledge and implicit theories about the world, including beliefs, values, attitudes, and other constructs needed to interpret and navigate various environments". It is agreed that each culture has its own cultural traditions, which are deeply ingrained in their social norms and values, and thus have strong effects on their attitudes and behaviors. Hofstede (1991) identified five dimensions of national culture: Individualism/Collectivism; high/low uncertainty avoidance; masculinity/femininity; high/low power distance and long/short term orientations. Among five cultural dimensions, individualism-collectivism has been used by most researchers to explore difference in consumer behavior across several countries 30, 41 . However, Hofstede's nation-level cultural dimensions have been criticized for studies on cross-cultural differences at individual level in consumer behavior, because all the citizens of a country may not share similar cultural characteristics. For instance, European Americans are not necessarily more individualistic than African Americans or Latin Americans, and not less collectivistic than Japanese or Korean 42 . According to Schwartz (1994), most societies have at least some representation of both individualistic and collectivistic worldviews, and they deal with the individual and collective-oriented value choices separately. The present study analyzed two dimensions of personal cultural orientations developed by Sharma (2010) : Independence/interdependence. These two negatively related constructs are considered to address a major limitation of Hofstede's conceptualization of individualism and collectivism as the two ends of continuum since both these tendencies may coexist in all individuals and all societies 43 . Sharma (2010, p.790) defined "Independence as a personal cultural orientation associated with acting independently, a strong self-concept, a sense of freedom, autonomy, and personal achievement; and Interdependence as a personal cultural orientations associated with acting as a part of one or more in-groups, a strong group identity, a sense of belongingness, reliance on others, giving importance to group-goals over own individual goals and collective achievement".
Independence/interdependence
The moderating role of independence/interdependence
In collectivism culture, the need, value and goal of the group take precedence over those of the individual. High level of collectivism will foster greater communication, cooperation, and harmony within society. Customers in collectivism culture are less demanding than their individualist counterparts, who want prompt and accurate service 44 . Consumers with strong collectivist value are more trusting of in-group members than of out-group members 45 . Additionally, It was stated that persons with high collectivistic characteristics tended to stick to the brands/stores they chosen. Therefore, the collectivist notion of interdependence with the in-group would seem to enhance loyalty tendency 41 . These are contradictory to the previous findings by Lam (2007) , that persons with high-scored individualism were more prone to brand loyalty than those who scored low because they tended to stick to their adopted brands regardless of outside influence. Lam (2007) also revealed that persons with high collectivistic characteristics were more likely to switch brands frequently because they wanted to follow behavior of their in-group members 46 . In this paper, two personal culture orientations (Independence and Interdependence) are hypothesized as mixed moderators. They are independent variables impacting directly on customer loyalty as well as moderate on the relationship between retailer personality and loyalty. Therefore, the following hypotheses are proposed: Hypothesis 2: Independent has a positive impact on the relationship between retail brand personality dimensions: reliability (H2a), sophistication (H2b), familyoriented (H2c), and modern (H2d) and shoppers' loyalty. Hypothesis 3: Interdependent has a negative impact on the relationship between retail brand personality dimensions, reliability (H3a), sophistication (H3b), family-oriented (H3c), and modern (H3d) and shoppers' loyalty.
RESEARCH METHODOLOGY
Research design
In order to fulfill the research objectives, both qualitative and quantitative methods were used to collect primary data.
In the qualitative research, 10 in-depth interviews were conducted with semistructured questions to develop the scale of retail brand personality, re-evaluate the measurement scale of loyalty, Independence and Interdependence, and explore the influence of personality or independence/interdependence in personal culture on customer loyalty. The qualitative results showed that one of five indicators in Independence scale of Sharma (2010) 
Sampling
The survey was carried out with 403 shoppers in Vietnam on the purpose of investigating the impact of four new dimensions of retail brand personality on customer loyalty and the moderating role of Independence and Interdependence on these relationships. Nonprobability sampling method was chosen with quota sampling from five top supermarket chains in Vietnam, namely, Coopmart, Big C, Lottemart, Vinmart and Aeon in three big cities in Vietnam including Ha Noi, Ho Chi Minh, and Da Nang at different time slots of the day, weekdays and weekends to avoid periodicity and non-coverage problems 47 . The author also participated the survey by assisting and supervising interviewers. The sample was collected with the range of ages from 18 to 60, of which the age between 30 and 45 accounted for 45.8 %. Females occupied 70.6% compared with 29,4% of males. 27.8 % of respondents were undergraduate with monthly income of more than 10 million Vietnam dongs (US$ 450).
Retail brand personality measurement scale development
The scale development process for retail brand personality in case of supermarkets was done in two stages: Item generation and purification.
Item generation
The first list of retail brand personality was collected from existing scales including, Aaker (1997) 48 . After deleting the synonym items from the list of human characteristics in the above scales, the extensive list remains 94 items. Next, 20 interviews (5 men and 15 women, age range: 20-50 in Ho Chi Minh City) were conducted to validate this 94 items and to encourage the respondents to give out more relevant adjectives describing supermarket s' characteristics. In the interviews, we firstly introduced the concept of retail brand personality and showed the list of 94 human traits. By using triadic sorting method (showing one set of three supermarkets ), respondents were requested to select some important personality traits from these three supermarkets if they expected to go shopping there and to point out which items were similar in two supermarkets and different from others. Data saturation point was obtained when respondents could not find out any new characteristics. 6 more characteristics were added to the list, namely, indifferent, economical, virtuous, loyal, family-caring, and chastity. Subsequently, the preliminary reduction stage was carried out. Twenty shoppers were required to rate these 100 items with 7point interval scale (1: very uncharacteristic and 7: completely characteristic). With three criteria set by Willems et al (2011) : The items must get minimum point rating of 4, the item should be rated by at least 25% of respondents and they must be suitable for human beings, the result of this analysis remained only 22 personality items for next purification.
Item purification
The item purification was conducted through the general survey in this research (see section 3.2: Sampling). Similarly, the respondents must choose one among five above -mentioned supermarkets and attribute it with 22 personality traits by rating 5 -point interval scale. After that, exploratory factor analysis (EFA) was processed to extract dimensions and purify the items by using principal component analysis (PCA) and varimax rotations with SPSS version 22. Based on two standards from Nunnally (1994) 49 , loading factors must be higher than 0.50 and the gap between two loadings is above 0.3, four item s were eliminated. The EFA result indicated that f our -factor structure was formed with the Eigenvalues of each factor was 1,889; 2.309; 3.633; and 4.156 (greater than one) and cumulative variance explaining 66.593%. This structure was also meaningful, interpretable and renamed with 18 items as follows : Reliability (5 items), sophistication (5 items), modern (4 items) and family-oriented (4 items). Cronbach's alpha coefficients were then analyzed with two items more was eliminated from Reliability and Sophistication. The new Cronbach's alpha was 0.825 for Reliability, 0.8 52 for Sophistication, 0.8 86 for Family-oriented and 0.897 for Modern, higher than 0.70 that met the minimum statistics requirement 49 . The scale remains 16 items for four dimensions.
Next, confirmatory factor analysis (CFA) was run to reconfirm the above result by AMOS software (Version 22). The results indicated the good model fit with Chi-square =263.886, degrees of freedom = 98, probability level = 0.000, CMIN/df = 2.693 (within 2 and 5), GFI = 0.922, CFI = 0.951, TLI = 0.940 (Greater than 0.9), Hoelter = 205 and RMSEA = 0.065 (smaller than 0.08) 50 . All loading factors were higher than 0.50 and satisfied convergent validity. Then, the final list of supermarket personality in Vietnam was identified including 16 items in four dimensions.
Measurement scale
The questionnaire was composed in English and then translated into Vietnamese with two parts: Part 1 included 29 items to measure seven latent variables by five-point likert scale and part 2 was personal data of respondents. Beside four newly developed personality dimensions, the measuring items were adapted from previous studies: Customer loyalty toward supermarkets from 51 , and independence/interdependence from Sharma (2010).
DATA ANALYSIS & FINDINGS
Measurement model
EFA and Cronbach Alpha analysis was run to test the reliability, convergent validity, and discriminant validity of customer loyalty and two personal cultural orientations and the results indicated that three variables met the requirements. The full measurement model which was constructed including 29 items as indicator variables, and 7 constructs as latent variables, was analyzed by performing CFA. After deleting two indicators SOP03 (standard regression weight = 0.496) and IND03 (Modification index was too high), the results revealed a good model fit: Chi-square = 464.627; degrees of freedom = 303; probability level = 0.000; and CMIN/DF = 1.533. Other fit statistics were AGFI = 0.901, GFI = 0.920, CFI = 0.976, TLI = 0.979, RMSEA = 0.036 (<0.08), NFI = 0.943, Hoelter = 300 (>200). All t-test of the indicator variables were significant at the 0.001 level and all standardized regression weights were greater than 0.50 (See Figure 1) . Thus, all the constructs meet convergent validity. Correlation estimates among these constructs were also significant at 0.001 level with r ̸ = 1 and the discriminant validity was then obtained (see Table 1 ). Additionally, composite reliability ρ c and average variance extracted ρ vc were also tested with the formulations from Jöreskog (1971, p. 111) a 52 .
The Table 2 showed that seven latent variables meet the requirements of composite reliability (above 0.70) and average variance extracted (above 0.50).
Structural model with MSEM (Moderated structural equation model)
Normally, to test the impact of moderators on the relationship between two constructs, multi-group analysis (MGA) is used in most of research. However, MGA is only used for discret variables or qualitative variables such as age, gender or income. In this paper, structural model has two moderators (independence and interdependence) as continuous/quantitative variables. If common MGA is employed, these two continuous variables must be transformed into categorical variable s by median split or quartile split. However, in this process, the data may be missing 53 , and the results may appear nonlinear and nonrandom measurement errors 54 . Therefore, MSEM approach is used instead of multigroup analysis -MGA in case the moderators are continuous/quantitative variable to avoid this problem.
In which, λ i : standardised estimates of regression weights, i .. p: the number of indicators.
Besides, MSEM allows to evaluate and adjust measurement errors 55 (Bakker and Demerouti, 2009 ). MSEM analysis was based on the process of Ping (1995) 56 by calculating interaction effect. To avoid the multicollinearity, the mean deviated or mean centered variable was used 57, 58 . Using EXCEL software to convert a random variable into mean centered variable by taking average of its centered indicators in which centered indicators was calculated by the subtraction between themselves and sample mean. Two MSEM models for two moderators (Independence and Interdependence) were analyzed with a generalized regression equation as follows:
In which SL: shoppers' loyalty, R P: Retailer personality, P C: Personal culture, RP*P C: interaction effect of R P and P C, β 0, β 1 β 2, γ : structural coefficients , ξ : structural disturbance.
The results of the structural model with Independence moderator indicated that it also achieved an acceptable level of fit: Chi-square = 582.225, df = 288; p = 0.000; CMIN/df = 2.022 ; GFI = 0.901 ; AGFI = 0.880, TLI = 0.935 ; CFI = 0.942, RMSEA = 0.050 ; NFI = 0.892, Hoelter = 228. SMC (Squared multi correlations) for store loyalty was 0.304, which meant that four store personality dimensions could explain 30.4 % for shoppers' loyalty (See Figure 2) . Sophistication and Reliability positively influenced shoppers ' loyalty at the signif icant level of 5% whereas Family-oriented and Modern positively impacted shoppers' loyalty at the significant level of 10%. In addition, among the four moderated hypotheses, the two interaction effect of Sophistication and Modern with Independence was significant with the estimate equal to -.0 59 and .078. It means that Independence decreases the degree of influence of Sophistication and increases the degree of influence of Modern on loyalty (See Table 3 ).
Next, the results of the structural model with Interdependence moderator also indicated an acceptable level of fit: Chi-square = 600.119, df = 339; p = .000; CMIN/df = 1.770; GFI = .906 ; AGFI = 0.887, TLI = .956; CFI = .961, RMSEA = .044 ; NFI = 0.915, Hoelter = 258. SMC (Squared multi correlations) for customer loyalty was 0.258, which meant that four retail brand personality dimensions could explain 25.8 % for shoppers ' loyalty (See Figure 3) . Sophistication, Reliability and Modern positively influenced shoppers ' loyalty at the significant level of 5% and Familyoriented had statistically significant impact on loyalty at the significant level of 10%. Additionally, among four moderated hypotheses, only one hypotheses of the interaction effect of Reliability with Interdependence were significant with the estimate equal to -0.051. It means that Interdependence decreases the degree of influence of Reliability on shoppers' loyalty (See Table 4 ). Besides, the relationship between the Independence and Interdependence with loyalty are not statistically significant that means that both personal cultural orientations are only pure moderators. Besides, effect size interaction coefficient f 2 was calculated to see how much influencing of the moderators 59 . The results indicated that the influencing degree of two moderators in the reseach was small effect with f 2 ≤ 0.02. However, McClelland & Judd (1993) argued that the influencing degree with ratio of 1% was also regarded to have statistical significance in social science 60 . Lastly, to evaluate the reliability of regression weight estimates among pairs of constructs in the model, bootstrap approach with n = 1,000 was analyzed. The results revealed that the estimates by bootstrap with the bias from -0.001 to 0.004, not too high, so the estimates was statistically reliable.
RESULTS AND DISCUSSION
The result of retail brand personality scale development indicated that the personality of supermarkets in Vietnam was constructed with four dimensions, slightly different from common five-dimension structure of product brand personality 31 , store personality 24 or department store personality 26 . This issue may be explained in terms of cultural differences. There are three same dimensions, namely Reliability, Sophistication and Modern and an absolutely different one, Family-oriented. Family-oriented dimension depicts clearly and lively the image of Vietnamese traditional women with four virtues in Confucianism. They are hard-working, good at housework, virtuous and the old -respectful (See Table 5 ).
Four dimensions of supermarket personality were found to be significantly related to shoppers' loyalty, in which Sophistication was the most influencing trait with the highest positive estimate. It argues that nowadays, consumers go shopping not only for the purpose of purchasing goods for functional use, but also for self-expression and showing their social status. Next, Reliability is also important for consumers since the supermarkets that can prove to be trustful with their products sold and their service delivered, will surely win consumers' loyalty. With the rapid technology growth, Modern is the characteristic that consumers are heading to. As a result, most of the supermarkets are equipped themselves with several modern utilities to serve shopping-goers better such as free wifi, relaxing music zone, resting benches and so on. Lastly, Family-oriented character is very suitable for supermarkets because most of shoppers are women who find themselves in this place. H2 b,d were supported, meaning that the shoppers with Independence culture appreciate more Sophistication and Modern to be loyal towards supermarkets. H2a,c were rejected to indicate that Family-oriented and Reliability characteristics are considered important factors on shoppers' loyalty towards supermarkets regardless the influence of independence culture. This result implies that high independence consumers with self-independent, self-confident often make purchasing decisions based their self-evaluation or experience.
Conversely, consumers with high interdependence culture underestimate the effect of retail brand personality on their loyalty (H3 b,c,d were rejected) but highly evaluate the impact of Reliability (H3a was supported ). This result can be explained as high interdependence consumers usually refer the norms and views of groups and then only select stores recommended by their groups. They do not like to express themselves, so the role of retail brand personality is too fade out to establish their loyalty. Besides, Independence and Interdependence do not significantly direct impact on customer loyalty. This result is different from previous researches. This may be reasoned that in Vietnam, cultural orientations at individual levels are not showed strongly among consumers and loyalty depends much on physical store attributes instead of external environmental factors such as culture.
CONCLUSIONS, IMPLICATIONS AND LIMITATIONS
The results in this study have significantly contribut ed for existing marketing literature by reinforcing the knowledge generalization of the influencing degrees of each retail brand personality dimensions on customer loyalty in which the trait "Sophistication" and "Reliability" are strongest. Additionally, the exploration on moderating role of personal culture (independence and interdependence) on these relationships is a new point of this study. This is considered a first research in this regard in order to fill the knowledge gap about the impact of culture on retail branding and brand management. MSEM method is still rare in research methodology. It will be also the source of reference for future research since MSEM method will correct some nonlinear and nonrandom measurement errors and give This study has several managerial implications based on research results. Firstly, the findings may help marketing management to re cognize that the symbolic value of retail brand plays a crucial role in consumer shopping behavior. Previously, retailers only concentrate on the functional attributes of supermarkets such as product variety, low price, convenience or promotion but neglect its symbolic benefits. Consequently, retail managers should develop an effective positioning strategy and re adjust integrated marketing and communication activities accordingly to improve the congruence between target shoppers' selfperception and retail brand personality. Secondly, the outcome of this research revealed that four personality dimensions were significantly correlated to shoppers' loyalty, as a result, retail managers must create these retail brand personalities for their supermarkets. Particularly, Sophistication is the most influencing characteristic to gain shoppers' loyalty and then, retailers should built an attractive and classy in-store environment together with professional staff to enhance retailer's Sophistication. Additionally, Reliability is also an important character for buying decisions and retailers must train quality control (QC) staffs to check input products strictly to avoid fake products with unclear origins present in their supermarkets or customer service staffs to keep promise with customers. Modern and Family-oriented should also be taken into consideration to develop and enhance for supermarkets to attract shoppers' loyalty because they reflect the image of Vietnamese women. Finally, personal culture is an issue that top management should always keep their eyes on. Front line staffs should be trained periodically to know how to cope with the shoppers from different cultures, for example high independence customers require more Sophistication and Modern with the expectation to express themselves whereas high interdependence customers underestimate the Reliability since their belief often depends on their in-group opinions. The paper also has some limitations. Firstly, the paper was done for one retail format, general supermarkets. Thus, future research should be carried out for other formats such as shopping centers, department stores, fashion shops, beauty & cosmetic shops, coffee shops, restaurants, etc. Service providers, where the symbolic image and self-expression are highly appreciated, should be recommended for testing. Secondly, the paper only looks at the impact of retail brand personality on loyalty without referring to other consequences (e.g. satisfaction, trust, store choice, purchase intention, brand equity and so on) and other factors contributing store personality. Therefore, future studies should take into consideration on these constructs and extend the model.
ABBREVIATIONS
AGFI: Adjusted good fit index CFI: Comparative fit index CFA: Confirmatory factor analysis
